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PRODUCT 


Or Pepper, :ii product. r. nk> second to none in the 
inJu>ir\ ;n qu.ilii) liau i md prestige. It is 
otiert \ lor sale in this wide variety of packaging, 
attractively designed to give ir .trone wsumer appeal 
and effective merchandising Vantages Prom these, 
the consumer has a \\ uic choice — depending upon his 
personal preference and convenience. 















PGMMAC 


Newest addition to Dr Pepper's product line is POMMAC, 
the highly popular soft drink import from Sweden, 
which has met with outstanding consumer acceptance 
in America. Its flavor, compared to fine white wine, 
its clear sparkling color similar to light champagne, 
make it the most unusual and different soft drink 
on the American market today. 


SALUTE BEVERAGES 


Standard flavors account for a substantial share of the soft 
drink market annually. To enable its bottlers to complete 
their line and gain additional volume, Dr Pepper 
Company has developed and made available Salute 
Beverages, a high quality line of popular flavors. 
These have met with good consumer acceptance in all 
markets where they are sold and continue 

to gain new popularity. 






























HIGHLIGHTS OF THE YEAR 




1964 

1963* 

1962* 

Gross Profit. 

$ 13,247,283 

11,304,301 

9,127,401 

Profits Before Income Taxes . . . 


3,591,555 

2,864,458 

1,918,224 

Provision for Income Taxes . . . 


1,748,765 

1,454,485 

948,997 

Profits After Income Taxes . . . 


1,842,790 

1,409,973 

969,227 

Depreciation Charged to Operations 

$ 

960,678 

809,473 

689,290 

Number of Shares Outstanding . . 


1,459,230 

1,442,730 

1,435,276 

Per Share 





Profits Before Income Taxes . . . 

$ 

2.46 

1.99 

1.34 

Provision for Income Taxes . . . 


1.20 

1.01 

.66 

Profits After Income Taxes . . . 


1.26 

.98 

.68 

Depreciation Charged to Operations $ 

.66 

.56 

.48 


* Adjusted for 2 for l stock split 


ANNUAL MEETING 


The annual meeting of stockholders will be held on March 23, 1965. A formal 
notice of this meeting, together with proxy and proxy statements, was mailed 
with this report on or about February 19, 1965, at which time proxies were 
solicited by the management. . 

The information herein contained is published solely for the benefit of the 
company’s stockholders. No statement in this report is made for the purpose 
of inducing the purchase of securities issued by the company. 
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MESSAGE TO SHAREHOLDERS' 


The opening statement in our last year s message 
to shareholders reported that 1963 was Dr Pepper’s 
greatest growth year. 

We re pleased that we can repeat and underscore 
the statement with reference to 1964 — which 
exceeded the previous year in every department 
of operations. 

Dr Pepper national sales continued to gain — 
up more than 12 per cent over the preceding year 
establishing another new high volume record. 1964 
was the seventh consecutive year in Dr Pepper annual 
sales increases; December, closing out the year with 
a 13 per cent gain over the same month in 1963, 
was the 44th consecutive monthly increase over the 
same month in the previous year. 

Earnings during the year continued to show 
healthy growth — 30 per cent ahead of 1963. In 
their regular annual meeting in Dallas on March 24, 
Dr Pepper Company stockholders approved a stock 
split of two shares for one as recommended by the 
board of directors. It was voted that each share of 
capital stock issued at the close of business March 25, 
1964 would be split into two shares of no nominal 
or par value without increasing the stated capital 
of the corporation. In their April meeting your board 
of directors fixed the quarterly dividend rate at 15£ 
per share on the new stock. 

Then in its October meeting the board approved 
an increase in the fourth quarter dividend, payable 
December 1 to stockholders of record November 19, 
from 15tf to \lVi<t per share to establish an annual 
rate of 70c per share. Dividends to stockholders for 
the year amounted to 60^ per share, an increase of 
37 per cent over 1963. 

In measuring Dr Pepper’s overall growth during 
1964, it will be noted that previously reported gains 
in all areas of operations remained consistent. Sales, 
including fountain, cans, Diet Dr Pepper, Salute 
Beverages and POM MAC, showed steady progress. 

A major growth area was expanded product dis¬ 
tribution, brought about by the addition of 38 newly 


franchised bottlers. It was our most successful year 
in this phase of operation and brings your company 
closer to its goal of complete national distribution. 

In the area of bottler growth, 1964 was a year of 
excellent progress. Some of the locations where new 
plants were completed and put into operation by 
franchise bottlers were Harrison, Ark.; Elk City, 
Okla.; Charleston, S. C.; Fayetteville, Ark.; Ruston, 
La.; and Mt. Pleasant, Tex. The year saw others 
emerge from the drawing board stage and begin 
construction, namely Florence, Ala.; St. Louis, Mo.; 
Fort Worth, Tex.; and Waco, Tex., the latter a 
company-owned plant. All four are scheduled for 
early completion in 1965 and will greatly expand 
Dr Pepper's future growth in their respective markets. 

Sales of Dr Pepper through automatic vending 
were on the increase in 1964; national advertising 
was expanded to include more leading magazines and 
other media services were employed on a larger 
scale. National promotions and consumer incentive 
contests were used with 100 per cent bottler partici¬ 
pation adding to their effectiveness. 

Singling out some of the highlights in your com¬ 
pany’s 1964 program, mention should go to Diet 
Dr Pepper, which boosted sales in an increasing 
number of markets, and HOT Dr Pepper, now in 
its sixth year and firmly established as a "Winter 
Warmer,’’ to cold weather sales. Your company’s 
consumer service department broadened its scope of 
activity, bringing good results through increased 
acceptance and use of new food and drink recipes 
featuring Dr Pepper. 

Another major accomplishment was the introduc¬ 
tion of POMMAC, a fine quality soft drink import 
from Sweden that is compared in flavor to fine 
white wine. Following a year of extensive market 
testing that produced good evidence in favor of the 
drink, POMMAC was offered for national distri¬ 
bution to franchised Dr Pepper bottlers on July 23. 
Almost immediately POMMAC met with outstanding 
consumer acceptance as it had done in the test 



WESBY R. PARKER 


markets. Before the year was out more than 30 bottlers 
were marketing the Swedish drink and scores of 
others set to start distribution early in 1965. 

Finally, and perhaps our most important growth 
area, was in our organization. Management develop¬ 
ment and special training was carried on throughout 
the entire year. Your company’s own management 
group underwent extensive seminar training as did 
many franchised Dr Pepper bottlers and plant man¬ 
agers. Sales trainer workshops, production schools and 
vendor schools were attended by bottler personnel. 

1964 will go on record as a growth year for 
Dr Pepper as the balance of this report will show. 
And, again, your company management is grateful 
for the interest and support of its shareholders. We 
were pleased with the year’s results but not satisfied 
— and feel confident that 1965 will bring greater 
progress and growth for your company. 



and President 








DR PEPPER COMPANY AND 


ASSETS 1964 

Current assets: 

Cash (including time deposits, $1,161,530) 

and short-term government securities.$ 2 , 618,098 

Receivables: 

Accounts receivable — trade. 1,403,778 

Sundry notes and accounts receivable — 

partially secured. 499,589 

Officers and employees. 40,722 

1,944,089 

Inventories, at lower of cost (first-in, 

first-out) or market. 1,209,084 

Prepaid expenses. 434134 

Total current assets. 6,205,405 

Long-term portion of notes receivable, for the most part 

secured, less allowance for losses, $111,911 ($86,151 in 1963 ) . 374,539 

Investments, at cost. 20,619 

Property, plant and equipment — at cost, less customers 
deposits on bottles and cases, $ 319,815 ($295,517 in 1963 ), 

partially pledged. 11,774,372 

Less accumulated depreciation. 5,534,201 

Net property, plant and equipment. 6,240,171 

Goodwill, at cost. 110,406 

Formulae and trade-marks, at nominal value. 4 

$12,951,144 


SUBSIDIARIES 

DECEMBER 31, 1964 


1963 


1,887,306 


1,307,678 

553,164 

34,377 

1,895,219 

1,303,217 

395,621 

5,481,363 


438,220 

21,419 


10,648,769 

4,940,832 

5,707,937 

203,290 

4 

11,852,233 


See accompanying notes to consolidated financial statements. 












































CONSOLIDATED BALANCE SHEET 

? WITH COMPARATIVE FIGURES FOR 1963 

* 

LIABILITIES 1964 

Current liabilities: 

Accounts payable and accrued expenses.$ 1,494,846 

Notes payable: 

Bank. 25,385 

Current installments of long-term notes. 177,636 

Federal and state taxes on income. 1,061,484 

Total current liabilities. 2,759,351 

Long-term notes payable: 

Mortgage notes: 

4%, due December 22, 1967 . 454,818 

4%%, due February 1, 1970 . 45,500 

500,318 

Equipment note — 6%, due March 3, 1967 . 50,626 

550,944 

Less installments due within one year 

included above. 177,636 

Total long-term notes payable. 373,308 

Stockholders’ equity 

Common stock — authorized 1,600,000 shares of no par value; 
issued and outstanding 1,459,230 shares (1,442,750 shares 

in 1963) (notes 2 and 3). 1,947,853 

Retained earnings. 7,870,632 

9,818,485 

Less treasury stock, 20 shares — at cost (note 3). — 

«• Total stockholders’ equity. 9,818,485 

Contingent liability (note 4). 

512,951,144 


1963 


1,469,202 

29,500 

171,937 

1,028,902 

2,699,541 


594,712 

54,167 

648,879 

74,002 

722,881 

171,937 

550,944 


1,701,683 
6,900,163 
8,601,846 
__98 

8,601,748 


11,852,233 




















































DR PEPPER COMPANY AND SUBSIDIARIES 


STATEMENT OF CONSOLIDATED EARNINGS AND RETAINED EARNINGS 

YEAR ENDED DECEMBER 31, 1964 
WITH COMPARATIVE FIGURES FOR 1963 



1964 

1963 

Net sales. 

. $24,565,059 

21,783,299 

Cost of sales. 

11,317,776 

10,478,998 

Gross profit on sales. 

13,247,283 

11,304,301 

Administrative, marketing and general expenses. 

9,815,209 

8,500,633 

Operating profit. 

3,432,074 

2,803,668 

Miscellaneous income. 

218,664 

183,817 


3,650,738 

2,987,485 

Miscellaneous charges, including interest of $29,083 

($36,146 in 1963). 

59,183 

123,027 

Earnings before taxes on income . 

3,591,555 

2,864,458 

Federal and state taxes on income. 

1,748,765 

1,454,485 

Net earnings. 

1,842,790 

1,409,973 

Retained earnings, beginning of year. 

6,900,163 

6,121,390 


8,742,953 

7,531,363 

Dividends paid — $.60 per share (1963, $.4375 per share) 

(note 3). 

872,321 

631,200 

Retained earnings, end of year. 

. $ 7,870,632 

6,900,163 


See accompanying notes to consolidated financial statements. 















































DR PEPPER COMPANY AND SUBSIDIARIES 

NOTES TO CONSOLIDATED FINANCIAL STATEMENTS 

DECEMBER 31, 1964 


(1) Pension plan 

The Company and its subsidiaries have a pen¬ 
sion plan for the benefit of the employees. 
The plan was amended during 1964 to 
increase benefits formerly available. The 
Companies expect to continue the plan 
indefinitely, but have the right to discon¬ 
tinue it at any time. The cost of the plan 
amounted to $161,227 in 1964. The 
unfunded past service cost of employees 
presently covered by the plan amounted to 
approximately $601,883 at December 31, 
1964. 


(2) Restricted stock option plan 

The Company has an employees’ stock option 
plan covering 98,800 shares of its common 
stock at December 31, 1964. At the begin¬ 
ning of the year options had been granted 
to purchase 90,000 shares at $14.9375 per 
share. During the year options were exer¬ 
cised for 16,500 shares and cancelled for 
8,800 shares, leaving a balance of 64,700 
shares under options at December 31, 1964. 


Unoptioned shares at the beginning and end 
of the year were 25,300 and 34,100, respec¬ 
tively. All the aforementioned shares and 
the option price per share have been ad¬ 
justed to reflea the 2 for 1 stock split 
described in note 3. 


(3) Stock split 

In March 1964, the Company effected a 2 for 
1 stock split and increased its authorized 
common stock from 800,000 shares to 
1,600,000 shares. Common shares issued at 
December 31, 1963 and dividends per share 
have been adjusted to reflea the stock split. 


( 4) Contingent liability 

The Company has a contingent liability with 
respect to vending machine contracts receiv¬ 
able sold with recourse amounting to 
$183,895 at December 31, 1964. 


ACCOUNTANTS 1 REPORT 


The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated 
balance sheet of Dr Pepper Company and sub¬ 
sidiaries as of December 31,1964 and the related 
statement of consolidated earnings and retained 
earnings for the year then ended. Our examina¬ 
tion was made in accordance with generally 
accepted auditing standards, and accordingly 
included such tests of the accounting records 
and such other auditing procedures as we con¬ 
sidered necessary in the circumstances. 

In our opinion, such financial statements 
present fairly the financial position of Dr Pepper 
Company and subsidiaries at December 31,1964 
and the results of their operations for the year 
then ended, in conformity with generally 
accepted accounting principles applied on a 
basis consistent with that of the preceding year. 

/ A 

Dallas, Texas 

January 29, 1965 
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Our report on the subject of "people ’ will follow 
much the same pattern as in the past because 
Dr Pepper’s program from year to year is a sustaining 
one. 

Your company continues to place emphasis on 
individuals, their selection, training and supervision. 
"Every employee deserves to be well managed,” is a 
fact of principle and your company seeks through 
the best and most effective means possible to develop 
gcx>d leadership. 

Throughout 1964, as in previous years, extensive 
planning and effort went into a number of training 
and personnel development programs for the benefit 
of employee and company alike. There were sales 
trainer workshops, schools for production workers, 
vendor sales and service employees, management 
seminars for bottlers and for Dr Pepper Company 
personnel. In addition, a comprehensive training 
program was also made available through bottlers 
for their route salesmen. 

In examining this report, the full impact of your 
company’s emphasis on people very possibly may not 
be felt. If anything, Dr Pepper Company attaches 
greater importance to the role of the individual than 
ever before as evidenced by the expanded effort to 
help people grow. A philosophy of the management 
with regards to "managers" is to grow your own. 


DR PEPPER’S GREATEST LOSS IN 1964 


Dr Pepper Company was not without loss in 1964. On Novem¬ 
ber 3, a fatal plane crash in Colorado took the lives of three 
of its top officials. 

Executive vice president Ernest F. Marmon; fountain sales 
manager Max E. Green, and western area sales manager Max 
McNeil died while enroute to a Dr Pepper bottler meeting 
scheduled to be held in Lubbock, Tex. Also killed in the crash 
were Greg Sherry, executive vice president, Grant Advertising 
and top man on the Dr Pepper account; and J. A. Willess, pilot 
of the charter craft. 

"Our loss can not be measured in terms of percentages and 
figures," stated Wesby R. Parker, chairman and president. "It 
has been sorely felt by many . . . friends, employees and stock¬ 
holders of Dr Pepper," he added. 

Even though the tragedy was severe and hurtful to the com¬ 
pany, it brought to light one redeeming fact. The extensive 
management development program which has been under way 
for the past five years helped make it possible for the company 
to restructure its staff in a minimum of time and without 
undue delay. 


ERNEST F. MARMON 



MAX MCNEIL 






















MARKETING . . . ADVERTISING . . . PROMOTION 



Throughout 1964 Dr Pepper s marketing, advertising 
and promotional activities were coordinated more 
closely than ever. More effective use was made of 
market research data, much of which was compiled 
by the company’s own research department, in 
building programs and also in their application. 
Additional information and assistance came from 
Grant Advertising, the company’s advertising agency, 
in building tailor made programs applicable to each 
individual bottler market. 

Another source of valuable assistance came from 
a five-man marketing advisory board composed of 
Dr Pepper bottlers from key areas and representing 
plants of varying type and size. 

Again, the primary purpose was to follow sound 
practices and supply ;bottlers with well organized 
programs for local market development. 

To keep pace with expanding distribution. 
Dr Pepper's marketing organization was enlarged in 
1964 to provide bottlers with more assistance. Con¬ 
tinuous training w f as done to upgrade sales and 
service skills of all marketing personnel. A theme 
of Participate — Don t Spectate,” placed the empha¬ 
sis on action and the results for the year bear out 
this aggressive approach. 

The Dr Pepper Company Presidents Award pro¬ 
gram, in effect for the past six years, again proved 
to be a strong incentive for bottlers during 1964. 
The award is presented monthly to the bottling plant 
operation which, in the opinion of the company 
president, has achieved outstanding results in building 
business soundly at the local level. In every instance 
where the award was made, sales increases ranged 
from 25 to 100 per cent above the same month the 
previous year. 

In addition to the President s Award, special recog¬ 
nition also went to bottlers in the company’s annual 
Per Capita Awards program. For many years special 
attention has been focused on market growth through 
the awarding of trophies based on rate of per capita 
consumption of Dr Pepper in a given area. The plan 
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MARKETING . . . ADVERTISING . . . PROMOTION 


has been highly successful since it points up the 
accurate measurement of Dr Pepper sales progress. 

A report of company growth would not be complete 
without mention of the outstanding improvements 
made by Dr Pepper bottlers generally in plant 
facilities. Increased sales placed heavy demands on 
many production lines making it necessary for instal¬ 
lation of new equipment. Your company intensified 
its effort, through the work of its laboratory staff and 
field technicians, to maintain quality control on 
Dr Pepper, emphasizing the importance of consistency 
in producing a high quality, uniform product in all 
areas of distribution. 

Sales of Dr Pepper through automatic vending 
equipment reached a new high during 1964. As a 
result of an effective syrup bonus incentive plan. 
Dr Pepper bottlers increased their placements of 
units for vending the various sizes and types of 
packages, including bottles, cans and cup drinks. 
S & H Green Stamps were offered as incentive in 
the program which will be used again in 1965 on 
an accelerated basis. 

Noted improvements in all types of soft drink 
vending equipment, not only for packaged goods 
but for pre-mix and post-mix drinks as well, were 
made by suppliers. Dispensers w'ere greatly improved 
in appearance and also in efficiency of operation. 

Sales of Dr Pepper and Diet Dr Pepper in cans 
continue on the rise. Wider distribution plus increased 
consumer acceptance of canned soft drinks promise 
further advances in this line. Dr Pepper added a new 
handy pull-top can to its package line, designed for 
consumer convenience in opening. 

Diet Dr Pepper was introduced in many new areas 
during 1964 and accounted for healthy sales growth 
for most bottlers. Packaging of Diet Dr Pepper 
was expanded to include the same sizes in which 
Dr Pepper is currently being sold, namely 6 V 2 ounce, 
10 ounce, 12 ounce, 16 ounce and 26 ounce. 

A report on HOT Dr Pepper, now' in its sixth 
year, shows growing popularity among consumers 
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MARKETING . . . ADVERTISING . . . PROMOTION 
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and wider distribution by bottlers. It has become 
firmly established as a major winter promotion which 
soundly boosts Dr Pepper sales volume in normally 
low volume months. Previously HOT Dr Pepper 
was served primarily in the home, however, dealers 
have discovered its consumer appeal and are now 
offering it regularly for sale. 

Another area in your company where exceptional 
growth took place was in the consumer service 
department where scores of interesting new recipes 
were introduced during the year. This department, 
now in its fifth year, has continued to gain attention 
for Dr Pepper. New opportunities have come for 
participation in important consumer service organi¬ 
zations. Requests for Dr Pepper recipes have greatly 
increased and wider use has been made of these by 
f(xxi editors. 

Dr Pepper national promotions started early in 
1964, with an On The Go With Dr Peppier," program 
beginning January 1. Featuring S & H Green Stamps, 
trips to the New York World s Fair, to Nassau, and 
a score of attractive merchandise awards, it was the 
biggest incentive program in Dr Pepper merchandis¬ 
ing history. There w'ere numerous facets to the pro¬ 
gram with rewards being offered to salesmen for 
extra achievements. Another promotion offering con¬ 
sumers "A Picnic at the New' York World’s Fair," 
was used as a stimulus to the 1964 marketing activity. 

Frosty Pepper, a Dr Pepper-ice cream drink com¬ 
bination, continues to grow in popularity each year 
and is classed as a major promotion by the company. 
Through the use of special point-of-sale materials 
and extensive national advertising, it is one of the 
company’s regular annual promotions. 

Included among special events promotions in 1964 
was again the Miss Teenage America Pageant in 
which Dr Pepper was a co-sponsor. The event had 
wide range effects since it began with bottler pro¬ 
motion and, in some cases, active tie-in with contests 
to select local winners to compete for the national 
title in Dallas in November 


























MARKETING . . . ADVERTISING . . . PROMOTION 


The pageant final was televised nationally over 
CBS and earned a top viewer rating. Winner of the 
Miss Teenage America title and the other finalists 
were presented with Dr Pepper Company stock as 
one of the top prizes. 

Donna Loren, popular 17-year-old West Coast 
singer and currently under contract to Dr Pepper, 
performed valuable services for Dr Pepper during 
the year. Miss Loren, with a long string of movie 
credits, is making a fast rise to stardom. She made 
numerous appearances at new plant openings, con¬ 
ventions and other special events during 1964 and 
served as spokeswoman for Dr Pepper, particularly 
with the teenage market. Another function of Miss 
Loren w'as to serve as model for the 1965 Dr Pepper 
calendar (see color illustration on page 19). 

For the past five years Dr Pepper has been a 
participant in two of the nation's New Year’s Day 
parade spectacles. On January 1, 1965, Dr Pepper’s 
float entry titled "Rip Van Winkle Awakes,’’ won 
the Princess Award in the Annual Tournament of 
Roses Parade in Pasadena, Calif. 

Also, on January 1, 1965, in the Cotton Bowl 
Parade in Dallas, a Dr Pepper float entry titled 
Buttons and Bows,’ won the Judges Special Prize, 
giving the company a clean sweep in both events 
which were viewed by millions over national tele¬ 
vision. Dr Pepper sponsored floats have won awards 
in four out of five years of participation in both 
parade events. 

The success of Dr Pepper’s promotional activities, 
in large measure, is due to the support of national 
advertising. The company and its agency work as a 
team in building local and national programs and 
in coordinating these effectively. 

Uppermost in importance has been the follow- 
through by franchised bottlers in getting maximum 
results from Dr Pepper's total advertising and mar¬ 
keting plans. Informed field representatives carry 
full details of the programs to bottlers and assist in 
putting these into action. 




FROSTY PEPPER 





















NET SALES (MILLIONS) 
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EARNINGS PER SHARE 



NET SALES 


Dr Pepper net sales in 1964 were nearly 13 per 
cent ahead of 1963. It marks the seventh consecu¬ 
tive year in which Dr Pepper's annual syrup sales 
reached a new high, continuing a long-standing record 
of 44 consecutive monthly increases over the same 
month in the previous year. Progress was reported in 
all areas of operations including bottles, cans, foun¬ 
tains and also POMMAC and Salute Beverages. 


EARNINGS PER SHARE 


Per share earnings on Dr Pepper Company’s com¬ 
mon stock were up almost 30 per cent over 1963. 
Effective March 25, Dr Pepper Company stock was 
split two shares for one bringing total authorized 
capital stock in the company to 1,600,000 shares of 
no nominal or par value. In October your board of 
directors voted to boost the fourth quarter dividend 
payment from 15c to l" 1 jc per share, bringing total 
per share payments for the year to 60c, an increase 
of 37 per cent over 1963. The December 1 payment 
marked the company s 1 -40th consecutive quarterly 
dividend paid to shareholders. 
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NEW PLANT CONSTRUCTION 


An area of continuing growth which is a sure sign of 
progress for Dr Pepper is in new plant construction. 
During 1964 a number of modern new bottling plants 
were completed and put into operation. 

In mid-April a new plant was completed and form¬ 
ally opened in Harrison, Ark. Later the same month 
the Dr Pepper Bottling Co. of Elk City (Okla.), 
moved into modern new quarters. Another new Dr 
Pepper bottling plant in Ruston, La., was put into 
operation. On December 4, the Dr Pepper Bottling 
Co. of Mt. Pleasant (Tex.), officially opened its d(x>rs 
to a new plant facility. Roseburg, Ore., Charleston, 
S. C, Corpus Christi, Tex., and Fayetteville, Ark., 
were other locations where new Dr Pepper bottling 
plants were opened for service during 1964. 

The trend in new plant construction is continuing 
in 1965, w ith others either under way or in planning 
stages. Scheduled for early completion are new plants 
in Las Vegas, Nev., Florence, Ala., Fort Worth, Tex., 
St. Louis, Mo., and Waco, Tex., the latter a company- 
owned operation. 

Dr Pepper Company’s industrial engineering depart¬ 
ment has provided valuable assistance to a number of 
bottlers in their new plant construction. The services 
of this department are increasing steadily as plans 
develop for additional growth takes place. 




























L 




A timetable set four years ago called for complete 
national distribution on Dr Pepper by the end of 1965. 

The progress made during 1964 brings this objective 
well within range. 

Thirty eight new markets were opened to Dr Pepper 
during the year, the greatest single expansion year 
in Dr Pepper history to date. 

This leaves some 35 key franchise points to be 


established in 1965 to virtually complete national 
coverage for Dr Pepper. 

Many factors brighten the picture for new bottler 
prospects which your company feels will speed up 
franchising activity in the coming year. Expanded 
national advertising and Dr Pepper participation in 
events nationwide in scope have focused attention on 
the product in the yet unserviced areas. 



Bozeman, Montana 
Mt. Kisco, New York 
Fort Dodge, Iowa 
Flint, Michigan 
Kirksville, Missouri 
Bethlehem, Pennsylvania 
Logan, West Virginia 
Marquette, Michigan 
Scranton, Pennsylvania 
Las Vegas, Nevada 
Fort Scott, Kansas 


Ottumwa, Iowa 
Mitchell, South Dakota 
Goodland, Kansas 
Cedar Rapids, Iowa 
Winchester, Virginia 
Logan, Utah 
Idaho Falls, Idaho 
Butte, Montana 
San Marcos, Texas 
Seguin, Texas 
New Braunfels, Texas 


Kenosha, Wisconsin 
Needles, California 
Ashland, Wisconsin 
Rockland, Maine 
Brigham City, Utah 
Waterloo, Iowa 
Homer, Louisiana 
Wenatchee, Washington 
Aberdeen, South Dakota 
Las Cruces, New Mexico 
Glasgow, Montana 


Houghton, Michigan 
Napoleon, Ohio 

CANADA 

Calgary, Alberta 
Grande Anse, N.B. 

BAHAMAS 

Nassau 





















DONNA LOREN 


Donna Loren, scintillating 17-year-old songstress who sings 
for Dr Pepper, played a prominent role in the company’s 
1964 activities. She appeared in radio and TV 
commercials, made numerous personal appearances at 
special events, and modeled Dr Pepper’s 1965 four-sheet 
calendar. The beautiful four-color photo of Donna on 
the left appears on the second quarter calendar illustration. 
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COTTON BOWL PARADE 

In the Annual Cotton Bowl Parade in Dallas, Tex. on January 
1* *965, a Dr Pepper float titled 'Buttons and Bows” captured the 
Judges Special Award. This was the fifth entry and the fourth win for 

Dr Pepper in the Texas parade which was viewed 

by a large television audience. 


TOURNAMENT OF ROSES PARADE 

Rip Van Winkle Awakes, was the title of a Dr Pepper float appearing 
in the Annual Tournament of Roses Parade in Pasadena, Calif., 
on January 1, 1965, which won the Princess Award. This marked* the 
fifth entry for Dr Pepper in the Pasadena parade and the fourth award 
won. The event was viewed by millions of spectators locally 
and over national television. 
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DR PEPPER COMPANY 

NATIONAL HEADQUARTERS 
5523 E. MOCKINGBIRD LANE 
DALLAS, TEXAS 





















